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EDITORIALS 


Oconomowoc Canning Company, Wisconsin, is 

known far and wide, as one of the hardest 
hitting salesmen in the canning business today. There 
are many reasons for this—someday we hope to pub- 
lish the complete prescription—but the basic reason 
for success will be found in the following philosophy 
expressed by him in a recent letter to his brokers. 


\K (oe: IS THE BOSS?—Mr. J. B. Weix, of the 


“WHO IS THE ‘BOSS’? — How often have you 
heard someone say, ‘I’d like to be ‘Boss’ of that outfit 
about six months’? Well, the speaker may have had 
various things in mind, but I wonder if he ever care- 
fully thought through just who is ‘Boss’ in the can- 
ning factory. 


The real ‘Boss’ of a canning factory is not the 
President, Sales Manager or Production Manager. 
The real ‘Boss’ is the Customer and if anyone thinks 
otherwise he is heading for trouble. 


Granted, there are some men in executive posi- 
tions who are inclined to make business decisions in 
accordance with their own personal tastes, desires 
and even prejudices. But such men are not likely 
to de very successful or to retain such positions for 
very long. 


‘he head of a business is really ‘Capable’ only as 
he -erves the needs and desires of his customers and 
di cts the efforts of everyone working in the can- 
ne . toward meeting those needs successfully. In 


ways, sells his factory or may even go bankrupt. 
Similarly, the jobber or retailer who stocks mer- 
chandise which does not please the buying public 
will certainly see their customers go across the street 
to another store. 


The technical name of the directing force of this 
great canning business is competition. Every can- 
ner, from the smallest factory to the largest national 
brand; every merchant from the family store to the 
mighty supermarket chain, must meet competition 


every working day. Yes indeed, it is the Customer 


who is the real ‘Boss’! 


As we review our spot business over the past five 
weeks we are greatly impressed by the fact that this 
repeat business is coming from regular established 
accounts who require additional fill-in specifications 
to meet the increased demand from the ‘Boss’. 


It is very evident that once we get our Peas and 
Corn into the home we are on the way to enjoy 
increased demand for our production. 


Let’s protect this business and continue to insist 
that quality comes first. Remember that those who 
quote lower prices many times pack down to be able 
to sell for less. We are firm in the belief that on 
today’s market quality still pays off. 


That is why we continue to feature such special 
items as...” 


There are many other firms in the canning industry 


r ; sh, he must learn what his customers want and and other industries, too, whose operations are based i 
col Sec hat they get it. on this philosophy. They’re not hard to identify be- : 
4 the executive of the canning company does not cause they are always standing on their toes, not just 
” pa... the right quality, or if his prices are too high, to beat competition, but to continually offer the “Boss” 

q the »uyers go elsewhere and he either mends his something better. 
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fruit and 


GLASS" 


says Wayne E. Brown, General Manager, 


Biq Bear Stores Company, Columbus, Ohio 


“In the communities in which we operate, Big Bear 
Stores are few in number, mammoth in size, and 
strategically located so that all buyers in the 
community may have the opportunity of shopping 
in a Big Bear Store. 


“One of our aims is to make available all pop- 
ular foods that we can obtain in glass packages, 
as we feel we need all styles of packages to sat- 
isfy the wide variety of patronage we have. 


“Foods in glass dress up our shelves, and lend a color 
and attraction appeal which leads to extra sales. 


“We see very practical merchandistng and 
sales advantages in glass- packed foods. We are 
taking advantage of those that are available, and 
sincetely welcome additional popular fruit and 
vegetable items, especially in attractive glass.” 


Notice how one Big Bear Store uses this glass display to attrac! extra 


impulse sales. Foods in glass sell themselves because the sparkle | 


and color of glass packages attract . . . their honesty convinces. 
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The time-proved glass package for prepared foods 
s the only visual package for processed” foods! 


FOR EXAMPLE: Baby foods form one of the most major 
) departments in all progressive stores which recognize the 
traffic-building, customer-building importance of catering 
) to families with children. And in most pasts of the country 
today, these departments feature glass packaging — 
} preferred by consumers because of its cleanliness, utility 
in storage, and visual display of food color and texture. 
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OWENS-ILLINOIS GLASS COMPANY 


isibility b 
fy TOLEDO 1, OHIO 


~ : sales. The convenience of glass packages brings 
Gles. For comple: The convenience of glass is especially out- 


onding whe over storage of unused contents is a factor. BRANCHES IN PRINCIPAL CITIES 
53 
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GLASS 
PACKAGE 
DESIGN 


White Swan Maraschino Cherries, by the 
International Fruit Products Co. of Cin- 
cinnati, Ohio, are processed from Royal 
Anne Cherries. Graded as to size, pitted, 
processed, they are colored a uniform 
bright red. A matching red is incorpo- 
rated in the design of the gold and white 
label. The closure a screw cap by Crown 
Cork and Seal Co., is white coated. 


A new label design shown on the two jars at the right foreground has been adopted 
by the Crosse & Blackwell Company, Baltimore, Md., for its complete line of preserves. 
Vertical depth of new white stock label has been increased for greater shelf visibility, 
replacing the foil label shown at the left. Brand name at the top of label stands out 
clearly in proper proportion above the commodity identity at the bottom. The addition 
of fruit and berry pictures in the center of the label further identifies the individual 
item. New design also eliminates the look of “sameness” on a wide display or shelf 
stocking arrangement and yet does not lose brand identity, the manufacturer points 
out. Label designed by T. J. Finucan, Advertising Manager of Crosse & Blackwell Com- 
pany and the Gamse Lithographing Company, Inc., Baltimore, Md. Re-usable Duraglas 
tumblers by Owens-I]linois Glass Company; lithographed metal closures by White Cap. 
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Prunes that are cooked and ready to 
serve are packed in glass by Mrs. M. 
Manning, Baltimore, Md. For _ instant 
identification and shelf appeal, the jars 
carry labels with the company name, 
product, and a realistically colored dish 
of prunes prominently displayed. For 
consumer appeal, the product is vacuum 
sealed with easy-to-remove lug caps, 
manufactured by Crown Cork & Seal Co. 


BELLINGER JOINS BALL BROS. 


John E. Bellinger of Lancaster, Ohio, 
who has been associated with the glass 
container industry 18 years, on February 
16 became general manager for the Ball 
Brothers Company Southwestern Divi- 
sion, with plant and headquarters in 
Okmulgee, Oklahoma. 


Mr. Bellinger, whose new association 
with Ball was announced by President 
Edmund F. Ball, resigned a long asso- 
ciation with the Anchor Hocking Glass 
Corporation and the sales managership 
of the general line containers to accept 
management responsibilities for Ball 
activities in the southwest. Those re 
sponsibilities cover both commercial sass 
container and consumer product lines. 


Ball established the Okmulgee o)era- 
tion as a separate, autonomous div:sion 
several months ago for the purpose of 
providing a more closely integrated 
manufacturing and sales organiz:tion 
throughout the southwest. In his new 
position, Mr. Bellinger will report to 
Duncan C. Menzies, Ball executive vice- 
president and general manager. 
the Okmulgee headquarters, the division 
maintains sales and service offices in 
Dallas and San Antonio, Texas, Dei:ver, 
Colorado; Omaha, Nebraska; Okla}oma 


City, Oklahoma, and Kansas City, Mis F 


souri. 
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Beechnut Finds 


Sample Case Helpful 


By FULLER ROSS 


Several generations of food salesmen 
have found the sample case a real “sell- 
ing tool”, and many of the largest food 
sales organizations in the country have 
long made the sample case an integral 
factor in their selling techniques. 


On the other hand, many sales organ- 
izations in nearly as many lines of food 
business have adopted the use of the 
sample case in more recent years in 
many (if not most) cases, designing 
them to meet the needs and improve the 
presentation of the line or product being 
sold as well as the sales tactics and 
strategy of the Compa ty. 


Yet, there still ars m:ny food and 
packing concerns producing lines well 
adapted to sample case strategy but who 
have not yet introduced it in their selling 
though they are constantly reaching out 
for sales ideas and sales “tools”. It 
seems possible that many such sales 
organizations defer or bar the sample 
case on the basis of cost. The fact is 
that most of them with experience have 
found than an outlay of- as little as 25 
cents 1 week per salesman brings a spe- 
cially adapted sample case into play 
while many other schemes and gadgets 
haviny little or no tried and proven 
value, cost more. 


Bec-hnut has found the sample case 
of groot value in their selling. Said Al- 
bert “‘ockwell of the Beechnut Sales 
Depa’: ment: 


“A 


"4 ality sample case, fully equipped, 
is a uable asset to our men in their 
effort better promote Beech-Nut Prod- 
ucts their respective territories. We 
belie. Beech-Nut Salesmen are proud 
of ar enjoy carrying a modern up-to- 
date -e. This not only adds to their 


prest but to that of our Company 
as we 


_ “Ov cases are so arranged that the 
Items quired for the various phases of 
sellin. and merchandising effort are 
easily ccessible. This we believe pro- 
motes ore effective selling and greater 
efficic ' in the display and other pro- 
motion! activity of our men. 
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“We are sure the manager or buyer, 
who is generally a very busy person, 
appreciates the salesman who doesn’t 
have to fumble around for everything he 
reaches for in his brief case. With a 
well designed case with a place for every- 
thing and everything in its place, the 
salesman’s selling discussion is not punc- 
tuated with a search for a piece of ad- 
vertising, a sample or some pertinent 
figures.” 


Today’s parking problems frequently 
demand a long haul from car to store, 
Mr. Stockwell added. Going back to the 
car wastes time. The case that carries 
all the necessary items for the call is a 
valuable asset to the company and a 
source of considerable satisfaction to the 
salesman who uses it because he can 
make more calls with less effort. 


“Beech-Nut Salesmen are provided 
with up-to-the-minute cases which are 
made to our specifications. We insist on 
good looking cases that are serviceable 
and promote efficiency because we believe 
that our salesmen’s carrying equipment 
makes a mighty important contribution 
to their successful operation.” 


FACTORS INVOLVED IN CHOOSING 
SAMPLE CASE 


In the adoption of the sample case, the 
head of the sales organization will do 
well to bear these factors in mind: 


(a) Is the food product such as will 
benefit by sample case persenta- 
tion and lend itself to sample case 
sales techniques? 

Will the salesmen accept the sam- 
ple case as a valuable sales tool 
and use it? 


What type of case will be selected 
—a good stock case or a case de- 
signed and built to meet the par- 
ticular needs of the merchandise 
and the sales techniques which 
prevail. 

(d) Will the adoption of the sample 
case increase sales with proper 
and persistent use? 

(e) What will be the cost? 
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All in all, salesmen in general, it is 
said, are 95 percent sold on the use of 
the case, the small minority who are 
against it consisting mainly of individu- 
als with prejudices, whose unreceptive- 
ness to “different” methods are set. 


ADVANTAGES OF 
ORDERLY PRESENTATION 


Probably no one man in the United 
States has had more to do with sample 
case design, sample case utility and sam- 
ple-case experiences of leading sales 
organizations over the years than Mr. 
A. W. Winship of The Winship Com- 
pany. To this writer, Mr. Winship said: 

“The sample case is not experimental. 
It has had a long honorable and produc- 
tive career in the food industries where 
the lines of goods is suited to its use 
and where the salesman is thoroughly 
schooled in its proper techniques. A good 
sample case increases sales and business, 
and that is the first reason why it is a 
good investment.” 

A good case gives the product a better 
and more interesting (not to say order- 
ly) display before the prospect, good 
case permits the salesman .to save his 
time and increase his sales by being able 
to pack and unpack faster and thus make 
possible more calls. Then, too, neat pre- 
sentation of goods not only attract but 
also hold the prospect’s attention. 

Mr. Winship continued: 

“Good case display conveys to the pros- 
pect the idea that the manufacturer is 
proud enough of his product to show it 
properly.” 

One of the greatest advantages of the 
new sample case technique is the effect 
it has on the morale of the salesman. It 
gives him confidence and keeps confusion 
out of his contact. Then, too, the proper 
case for the product gives the salesman 
more time to spend selling because it 
makes clumsy packing and unpacking, 
digging and groping for samples and 
exhibits unnecessary. 

(Suggested reading on this topic, “The 
New Selling Approach”, M. E. Stephen- 


(Continued on page 20) 
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AGRICULTURE 


NEW YORK FIELDMEN’S 
CONFERENCE SUCCESSFUL 


Over 250 men attended the two day 
conference for fieldmen at Geneva, New 
York last week, to obtain the latest in- 
formation on field research. One of the 
highlights of the two day session, accord- 
ing to Secretary Bill Sherman, was the 
question box each afternoon, which was 
ably handled by Agricultural Committee 
Chairman Morton Adams. The fruit pro- 
gram included for the first time this 
year, proved extremely popular also, so 
much so, that it will undoubtedly be 
made a permanent part of the future 
conferences. 


FRUIT GROWERS TO MEET 
AT EXPERIMENT STATION 


The annual mid-winter meeting for 
Connecticut fruit growers, arranged by 
the New Haven County Extension Serv- 
ice, will be held at The Connecticut 
Agricultural Experiment Station on 
Tuesday, February 17. An all-day affair, 
the meeting will feature cost of produc- 
tion problems and the question of what 
can be done to check depreciation of 
orchard soil. 


USDA ISSUES 
DETAILED INSTRUCTIONS ON 
INSECTICIDE ACT CHANGE 


The U. S. Department of Agriculture 
February 9 issued detailed instructions 
which are effective immediately for ap- 
plicants requesting permits to ship eco- 
nomic poisons for experimental work. 
The detailed instructions are based on 
a recent revision in the regulations for 
the enforcement of the Federal Insecti- 
cide, Fungicide, and Rodenticide Act 
which was announced on December 18. 
(A copy of the instructions may be ob- 
tained from the Insecticide Division, 
Production and Marketing Administra- 
tion, U. S. Department of Agriculture, 
Washington 25, D. C.) The detailed in- 
structions which appear as an amended 
Interpretation 13 of the regulations for 
the enforcement of the Federal insecti- 
cide act appeared in the February 11 
issue of the Federal Register. 


The new instructions provide more de- 
tailed information of the steps that ship- 
pers of economic poisons under these per- 
mits should take to avoid hazards. If 
the experiments involve use on food or 
feed, the food or feed must not be con- 
sumed except by experimental animals 
or there must be convincing evidence 
that the proposed use is safe. A state- 
ment of the principal ingredients is re- 
quired on labels of economic poisons 
under permit for experimenta] purposes 
if they are sold, 
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KEEPING BUGS OUT 
OF BROCCOLI 


Subject to insect attack from the time 
it is set in the field until killed by frost, 
broccoli requires frequent dusting or 
spraying for satisfactory production. 

Increasing demands from food proces- 
sors for broccoli for freezing has stimu- 
lated grower interest in this crop and led 
to studies of improved methods of insect 
control. Recent findings in tests made 
at the Experiment Station at Geneva, 
New York are summarized in the current 
issue of “Farm Research’, the Station’s 
quarterly magazine. 

The imported cabbage worm and the 
cabbage looper are the chief trouble- 
makers in July and August when tem- 
peratures are high, says Dr. George 
Hervey, Station entomologist. Cabbage 
aphids are usually most troublesome dur- 
ing the six-week period of harvesting 
which begins about September 1st. 

“The aphid is difficult to keep under 
control because it multiplies rapidly and 
plantings are subject to constant re- 
infestation by migration of winged forms 
from other areas,” states Doctor Hervey. 
Effective control of aphids requres four 
to six applications of insecticides after 
the heads are formed and during har- 
vest, he explains. In most seasons, two 
to three applications at 14-day intervals 
before the heads are formed will control 
cabbage worms on broccoli. 


The most satisfactory results in keep- 
ing broccoli free from insects have been 
obtained with a dust containing three 
percent DDT and one percent parathion 
applied before the heads begin to form. 
This is followed by a one percent TEPP 
or a one percent parathion dust applied 
during the harvest period for aphids. 
There appears little choice between dust- 
ing and spraying, except that the latter 
may be a little cheaper and is not limited 
by weather conditions. 


NATIONAL AGRICULTURAL 
CHEMICALS ASSN. TO MEET 


How to cut down on the 18 billion dol- 
lar annual loss to agriculture from in- 
sects, diseases and weeds by use of chem- 
icals will be discussed by members of the 
National Agricultural Chemicals Asso- 
ciation at New Orleans, Louisiana, 
March 11 through 13. 

According to Lea S. Hitchner, Execu- 
tive Secretary of the Association, the 


$$$ $ $ 


“A man’s judgment is no better than 
his information.” Keep key employees 
posted through “The Canning Trade” 
each week. Five or more subscriptions, 
one order, same expiration date to one 
company, separately addressed, $3.00 each. 


Saves 25%. Order now. 
20 S. Gay Street, Baltimore 2, Md, 
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meeting will be held in the Jung Hotef 
by representatives of manufacturers and 
formulators of insecticides, fungicides, 
weed killers, and similar agricultural [ 
chemicals. “The Association has asked 
authorities from agriculture and indus- 
try to discuss problems of pest control 
and ways that can be employed in cut- 
ting down losses”, he said. 


Arthur W. Mohr, President of Califor. 
nia-Spray Chemical Corporation, Rich- 
mond, California, is President of the | 
Organization and will open the three-day ~ 
meeting with an address summarizing — 
conditions in the industry. A report on 
NAC activities will be made by the 
Executive Secretary. 


WASHINGTON FRUIT 
AND VEGETABLE 
UNLOADS AT RECORD HIGH 


Arrivals of fresh fruits and vegetables 
at Washington, D. C., reached a new rec- © 
ord high in 1952, the U. S. Department ~ 
of Agriculture reports. Combined rai] ~ 
unloads and truck receipts totaled 15,314 ~ 
cars or ecarlot equivalents, 49 carlots ~ 
more than the previous record set in © 
1951. 


Potato receipts led all fresh fruits and © 
vegetables, totaling 2,294 carlots. Re 
ceipts of lettuce, the second most impor- — 
tant item, were about half as large at 
1,397 carlots. The next top ten items, | 
ranging downward in total receipts, 
were watermelons, oranges, bananas, 
cabbage, apples, onions, tomatoes, canta- | 
loupes, celery, and grapefruit. Together, | 
these dozen fruits and vegetables ac- ) 
counted for 70 percent of the total re ~ 
ceipts. Fifty-one other fruits and vege ~ 
tables made up the other 30 percent, the | 
variety ranging from asparagus through | 
watercress. 


Similar reports are released in about ~ 
25 of the larger markets of the country. — 
Copies may be obtained from the Fruit | 
and Vegetable Market News Service, ~ 
Production and Marketing Administra 
tion, U. S. Department of Agriculture, 
Washington 25, D. C. 


NEW PRODUCTS 
DEVELOPMENT DIVISION 
ANNOUNCED BY MYERS 


The F. E. Myers & Bro. Co., last week © 
announced the completion of the conver: | 
sion of its Ohio Street Plant in Asiiland, 7 
Ohio, formerly used for storage, into 4 | 
new Products Development Division. 


The new Products Development 
sion will house complete facilities for the 7 
design and testing of new and im) rovel A 
products. Myers presently manufa: tures 
water systems, pumps, hand and )owé! | 
sprayers and water conditioning °qulp 
ment. 

Over 35 engineers, draftsmen and m& ~ 
chinists are presently employed «t the | 
converted plant. 3 
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NORTHWEST 1952 PACKS 
BELOW 1951 


Compiled by Northwest Canners Association 
Thousands of Cases basis 24/2%4—(000 omitted) 


Fruirs: 
1950 1951 1952 
Apples 713 231 1170 
APricOtS (a) (a) 45 
Cherries, Dk. Swt. .. 118 199 192 
Cherries, Lt. Swt. .. we =196 375 306 
Cherries, R.S.P. ..... 66 139 99 
Peaches 66 313 762 
Pears 3,538 3,738 3,262 
Purple PIUMS. 930 2,217 1,470 
Mise, 2 12 14 
Total 5,833 7,302 16,373 


Thousands of Cases—basis 24/214—(000 omitted) 


BERRIES: 
Blackberries 36 169 226 
Boysenberries 69 100 2138 
24 24 37 
Loganberries 25 23 48 
Raspberries, Black ...........0 4 1 4 
Raspberries, Red 70 38 38 
Strawher 13 14 40 
Youngberries ... 2 4 (b) 
Total 243 374 540 


Thousands of Actual Cases—-(000 omitted) 


VEGETABLES : 
298 369 393 
Beans, Gr. 4,345 4,889 3,739 
Beets 1,369 1,405 857 
294 410 578 
Corn 2,369 3,525 3,583 
27 (a) (a) 
Peas 7,169 7,490 6,766 
Pens (a) (a) 445 
Pumpkin & Squash.............. 115 278 A426 
Tomatoes, Tomato Juice, 

Tomato Puree .......cccccssree 89 122 275 
Mise. Vegetables ............0 486 590 337 

16,561 19,078 17,398 


(a)— In Miscellaneous. 
(b)--In Boysenberries. 


' Preliminary report; a supplementary report will 
be issued a later date when pack is completed. 
“Includes Youngberries. 


USDA CHANGES 
FEDERAL MEAT GRADE STAMP 


The U. S Department of Agriculture 


February 9 announced that, effective 
February 10, a new grade stamp will be 
used on all federally graded beef, veal, 
calf, |.mb, and mutton. The new Fed- 
eral -iamp is a_ shield enclosing the 
letter. ‘USDA” and the grade name, and 
will tinue to be applied in a ribbon 
form meat carcasses. 


Tl .ew stamp, protected by registra- 


tion \ th the U. S. Patent Office, replaces 
the ent ribbon-like stamp which in- 
clud> ‘he grade name and at intervals 
the ers “USDA”, but no shield. 
USI evading officials point out that 
any . .uthorized use of the new stamp 
pe \ited under law. Similar protec- 
on 


not provided previously. 
In © 1952 calendar year, 8,779,968,- 


000}. of beef, 1,024,939,000 pounds 
of ve ind ealf, and 567,363,000 pounds 


of la ’, yearling mutton, and mutton 
were graded. 
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WINGER CANNED MILK 
IN COMMERCIAL PRODUCTION 


The first commercial plant, Cass Clay 
Cooperative, to produce Winger milk 
went into operation recently in Moore- 
head, Minnesota under the direction of 
plant manager, Charles Ommodt. Intro- 
ducing the new product, Mr. L. T. 
Winger, Sr., of Denver, Colorado who 
has spent many years in the development 
of the process with the cooperation of 
dairy scientists at Colorado A & M Col- 
lege, stressed the fact that the new prod- 
uct is not a condensed or evaporated 
milk, but whole, sweet milk. 


The Winger process differes from the 
now widely known aseptic method. The 
milk is handled in the usual manner at 
the market milk plant, after weighing, 
cooling, clarifying, separating and stand- 
ardizing, it goes into 300 gallon jacket 
type pasteurizing vats. Here it is heated 
to 120 degrees, next a small quantity of 
hydrogen peroxide is added and the prod- 
uct is held at this temperature for 30 
minutes; temperature is then dropped to 
100 degrees and catalase enzymes ate 
added. These enzymes, it is said, com- 
pletely remove all traces of the food 
grade hydrogen peroxide; the tempera- 
ture is held for fifteen minutes, then it is 
passed through a plate heater or pas- 
teurizer, heating the milk to 145 degrees; 
from there the milk goes into a homog- 
enizer, thence to the can filler, to the 
sealer and lastly into a sterilizer. The 
cooker is the agitating end-over end type. 
Time of cook is approximately eight min- 
utes, during which the milk is heated 
to a temperature of 250 degrees. 


According to the announcement, milk 
canned under the Winger process at 
Colorado A & M College has been kept 
at room temperatures for eighteen 
months, holding its flavor and quality 
without separation and showing a zero 
bacteria count when tested. 


In an initial consumer test in one of 
Denver’s suburbs, 110 cases were sold. 
It is selling currently at twenty-three 
cents per quart, retail. The process will 
be released on a Franchise basis. 


BUYER TURNS BROKER— 
JOINS LEWIS-SELLERS 


Lewis-Sellers Company, Canned Foods 
Brokers, 749 E. Broad Street, Columbus, 
Ohio, will open a Cincinnati office, effec- 
tive March Ist. 

On this date, a new partnership will 
be formed by J. G. Lewis, Don R. Sellers 
and M. M. Smith and will be known as 
Lewis-Sellers-Smith Company. 


Mr. M. M. Smith formerly was in 
charge of procurement of canned vege- 
tables for the Kroger Company, Cincin- 
nati, Ohio, and he will be in charge of 
the Cincinnati Branch. 

The Columbus office address will re- 
main the same, 749 E. Broad Street. 


1952 TUNA PACK SETS RECORD 


The pack of canned tuna and tuna-like 
fishes in 1952 totaled 9,115,202 standard 


cases, valued at $113,000,833 to the 
packers. 

California accounted for 7,969,866 
cases, or 87 percent of the total. Oregon 


followed with 627,329 cases, Washington 
and Hawaii 313,495 cases, and the states 
of Maine, Massachusetts, Maryland and 
South Carolina accounted for the re- 
maining 204,512 cases. The 1952 pack 
was the largest on record and:reflects the 
steady growth in the popularity of tuna. 
Size of the pack has risen from approxi- 
mately 4 million cases in 1940, 7 million 
in 1949, 9,016,541 in 1950 and 8,236,725 
cases in 1951. 


TUNA: Standard 
Cases Value 
Albacore 2,588,326 $34,129,900 
4,016,878 48,540,190 
Bluefin 94,898 1,179,700 
Skipjack 1,641,278 20,379,400 
TuNA-L.KE FISHES: 
Bonito 47,213 $ 415,165 
179,787 1,522,969 
Total Tuna-like Fishes...... 227,000 1,938,134 


Grand Total—Tuna and 


Tuna-like Fishes .......... 9,115,202 113,000,814 


NOTE:—“Standard Cases” represent the various 
sized cases converted to the equivalent of forty- 
eight No. % tuna cans to the case, each can 
containing 7 ounces net weight of solid meat 
or 6% ounces net weight of chunks, or 6 ounces 
net weight of flakes or grated. Dietetic and 
baby food tuna packs are included in these 
totals. 


KNOUSE LAUNCHES 
ESSAY CONTEST 


An essay contest which is open to all 
high school seniors in Adams, Cumber- 
land, York and Franklin counties of 
Pennsylvania has been announced by 
Knouse Foods Cooperative, Inc., Peach 
Glen, only grower-owned and operated 
fruit processing company in Pennsyl- 
vania packing a complete line of apple 
products. The contest, which closes 
April 1, is expected to attract hundreds 
of contestants from the 35 senior high 
schools in the four-county area, and is 
the first of a series of competitive pro- 
jects planned by the company for stu- 
dents in the Keystone state. 

M. E. Knouse, president of the com- 
pany and one of the large growers in 
the Appalachian Apple Belt, said that 
Knouse Foods has planned an annual 
scholastic program that eventually will 
be open to high school students through- 
out Pennsylvania. 

Subject of the essay contest, which 
offers three cash awards to the winners, 
is “What Is A Cooperative?” Authori- 
tative information on all types of farm 
cooperatives is available through the 
agriculture departments of the state and 
federal governments. 

Contest winers will be announced June 
1, and awards will be made, where pos- 
sible, at high school graduation exercises. 
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BENNER HEADS 
ILLINOIS CANNERS 


W. R. Benner, Streator Canning Com- 
pany, Streator, Illinois, was elected Pres- 
ident of the Illinois Canners Association 
at the Annual Business Meeting held in 
Chicago February 6. Mr. Benner suc- 
ceeds Mr. P. A. Schmith of Stokely 
Foods, Inc., Hoopeston. 

Mr. Lloyd Sparrow of the Lomax Can- 
ning Company, Lomax, Illinois, was 
named Vice-President to succeed Mr. 
Benner, while W. Don Jones of Streator 
continues as Secretary-Treasurer. 

The Directors of the Association, in 
addition to Mr. Benner and Mr. Schmith, 
are Mr. Horace Larkin, Rochelle Aspara- 
gus Company; Vernon Otto, Rock Valley 
Canning Company; Richard Schlecht, 
Rossville Packing Company; G. S. Sup- 
piger, Jr., The G. S. Suppiger Company 
and Henry Truitt, Princeville Canning 
Company. 

The regular Fall Meeting of the Asso- 
ciation will be held in Chicago on Novem- 
ber 2. Hotel will be announced later. 


GIMLIN HEADS UTAH CANNERS 


J. M. Gimlin, Jr. of the Woods Cross 
Canning Company, Clearfield, was elected 
President of the Utah Canners Associa- 
tion at the recent Business Meeting of 
the organization. Mr. Gimlin succeeds 
William R. Eddington of the Eddington 
Canning Company, Springville. 

D. J. Isom of Hunt Foods, Inc. of 
Utah, Salt Lake City, was named Vice- 
President of the group, with Harvey F. 
Cahill of Ogden, continuing as Secretary- 
Treasurer. 


NEW YORK CANNERS DONATE 


1327 cases of canned foods for the 
Christian Rural Overseas Program have 
been pledged by New York State pro- 
cessors. CROP will send one of its trucks 
into the state to pick up the merchandise 
in the near future. 


TRI-VALLEY CHANGES 


Russel P. Snyder, formerly assistant 
traffic manager of the Tri-Valley Pack- 
ing Association, San Francisco, Calif., 
has joined the sales department of this 
concern and Richard B. Shore has been 
made assistant traffic manager. 


BEST FOODS CHANGES 


Rusell B. Borda has been made assis- 
tant to the vice-president of Best Foods, 
Inc., for the Western region covering the 
11 Western States. Robert W. Linto has 
been made regional sales manager with 
territory covering Northern California, 
Washington, Oregon, Utah, Idaho and 
Montana. 
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NEWS AND PERSONALS 


J. V. VERNON 


J. V. VERNON ELECTED 
VICE-PRESIDENT OF FMC 


Food Machinery and Chemical Corpo- 
ration has elected Jackson V. Vernon a 
vice-president of the corporation. The 
promotion was made at a director’s meet- 
ing at FMC headquarters on February 6. 

Mr. Vernon is head of FMC’s Niagara 
Chemical Division, a nationwide producer 
of agricultural insecticides and fungi- 
cides. He has been associated with the 
division since 1923 and, prior to his pres- 
ent position was sales manager of the 
operation. Late in 1952, Mr. Vernon was 
placed in charge of Niagara Chemical 
succeeding Ernest Hart who became 
executive vice-president of FMC in 
charge of chemical divisions. 


FMC’s Niagara Chemical Division with 
headquarters at Middleport, New York, 
is an acknowledged leader in the produc- 
tion of insecticides and fungicides used 
in agricultural areas throughout the 
country. The division’s manufacturing 
operations embrace 14 plants located in 
11 states, Canada, and Mexico. 


GERBER APPOINTS SMITH 


Carl Smith, Produce Manager at the 
Rochester, New York plant of Gerber 
Baby Foods, has been named a member 
of the company’s Agricultural Advisory 
Committee, succeeding Mr. Frank Ger- 
ber, who died last October. Mr. Smith 
joined Gerber’s Produce Department in 
Fremont, Michigan in 1945 after his dis- 
charge from the Army. Shortly after he 
was placed in charge of the company’s 
post war agricultural research program. 
A graduate of Michigan State, Mr. 
Smith, with his family has taken up resi- 
dence in Rochester. 
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HUGE FIRE 
ENDANGERS CANNERIES 


An 18 alarm fire broke out on the Bal. © 
timore waterfront Tuesday, February 17, , 
which endangered a number of local can- 
neries and supply firms. 70 pieces of 
fire fighting equipment of the Baltimore — 
Fire Department, together with City | 
Fire Boats assisted by Coast Guard | 
boats, fought the blaze for most of the 
day before it was brought under control. 
Principal damage was done a_ lumber , 
firm and shipbuilding firm. In the line © 
of the blaze, whipped on by 40 mile gale, 
were the plants of Gibbs & Company, — 
The H. J. McGrath Company, Continen- 
tal Can Company and Edward Renne- © 
burg & Sons Company. All escaped seri- 
ous damage. 500 employes were evacu- — 
ated from Continental Can Company | 
plant where some damage was suffered. 
However, the day shift was called back — 
to work on Wednesday morning. The © 
fire is said to be second only to the great © 
Baltimore Fire of 1904. Damage is esti- © 
mated to exceed $2 million. 


VITA FOODS BURNS 


The plant of Vita Food Products, Inc, 
Chestertown, Maryland, was _ seriously 
damaged by fire this week with damage 
estimated at $350,000. The company is 
a large producer of pickle specialty items 
and tomatoes. 


REED HAYES IN HOSPITAL 


A. Reed Hayes, Jr., President of the 
Pennsylvania Canners Association, and 
President of the Mifflin County Packing 
Company, Reedsville, Pennsylvania, un- 
der went an operation at a Philadelphia | 
hospital the week of February 9. Till © 
now there has been no announcement 
concerning his condition. As of this 7 
writing, February 18, he will be confined © 
to the hospital for a period of two more © 
weeks, 


DEL MONTE GARDEN SHOW 


Del Monte’s spring promotion, April 9 
to May 9, is built around the natural | 
seasonal idea of a spring garden show. 
A two page four color Ad. will appear in 
the April 10 issue of “Life” and the pro- 
motion will be backed by continuous color 
advertising in 21 leading magazines and 
local newspaper Sunday supplements. A 
large attractively colored folder. ar 
nouncing the event, has already gore out | 
to the trade. 


PETITT JOINS 
U. S. PRODUCTS CORP. 


Fred M. Drew, president of the United — 
States Products Corp., San Jose, Calif, 
has announced that Harry Petitt has | 
joined the sales staff. 
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NEWS IN EQUIPMENT AND SUPPLIES 


HONEYWELL NAMES 
NEW REGIONAL SALES HEADS 


Devon W. Fryback has been named 
sales manager of the Eastern region for 
the Industrial Division of Minneapolis- 
Honeywell Regulator Company, Philadel- 
phia, it has been announced by C. L. 
Peterson, general sales manager. 

At the same time Peterson announced 
the appointment of O. B. Pyle, Jr. as in- 
dustrial manager of the Mid-Atlantic 
area and Edward J. Klein as industrial 
manager for the firm’s Philadelphia 
branch office. 

Fryback joined Honeywell in 1927 and 
worked in the company’s Chicago, New 
York and Connecticut territorits. He 
was industrial manager in Hartford and 
branch manager in the Albany office. 
Pyle, a 24-year man with the company, 
all in the Philadelphia office, has recently 
been industrial manager of the branch 
office there. 


DOLE ENGINEERING 
IN NEW QUARTERS 


The Dole Engineering Co., which has 
perfected and is now building Martin 
Aseptic Canning System equipment, has 
given up its quarters in the S. & W. Fine 
Foods Inc. plant in Redwood City Cali- 
fornia, and has moved into its own new 
home at Whipple Ave. and Industrial 
Way, with a formal opening February 
16. Harry S. Goff is president of the 
Dole concern and W. K. Martin, inventor 
of the system, is vice-president. Among 
the users of the new system are The In- 
ternational Milk Processors, Chicago; 
Borden’s, National Dairy Products and 
the United Fruit Company. The latter 
firm is working on banana puree, from 
which much is expected. 


PFAUDLER PHILLY OFFICE 


The Philadelphia office of the Pfaudler 
Company has been moved from Philadel- 
phia ‘o 29 Bala Avenue, Bala Cynwyd, 


ADEX APPOINTMENT 


vence Harris has been appointed 
tion Manager of the Adex Manu- 
ng Company, Baltimore, Mary- 
ihesive manufacturers, and will 
mplete charge of facilities of the 
y’s new plant in Baltimore. 
hed in 1879, the Adex Manufac- 
Company is considered to be one 
oldest paste and gum manufactur- 
the United States. Mr. Harris, a 
‘e chemist, was formerly Assis- 
‘roduction Manager with Federal 
ves Corporation, affiliated with 


ANNING TRADE 


CANCO NAMES SPENCE 
NEW COMMODITY HEAD 


G. S. Spence, formerly sales division 
manager of American Can Company’s 
Pacific Division, has been appointed com- 
modity manager in the firm’s general 
sales department in New York, according 
to T. E. Alywn, vice-president in charge 
of sales. 

Mr. Spence handled fruit and vege- 
table commodities on the West Coast and 
now assumes similar responsibilities, 
plus fish products, on a wider scale. 


During his 27 years with the can com- 
pany, he has served in technical, manu- 


G. S. SPENCE 


facturing and sales capacities through- 
out the country. In 1938 he was made 
manager of Canco’s Ogden, Utah, fac- 
tory and later became manager of pack- 
ers’ can sales in the Ogden area. He was 


appointed district sales manager of the © 


Inter-Mountain district in 1942 and three 
years later went to the Pacific Division 
headquarters as sales division manager. 


Other sales 
Canco include: 


changes announced by 


W. S. Beard, formerly sales manager 
of the Indiana District, was appointed 
commodity manager (fruits and vege- 
tables) of the Central Division sales de- 
partment in Chicago. Beard, who started 
with the company in 1937, also served in 
sales positions in Portland, Maine and 
Boston prior to going to Indiana. 


Edmund Hoffman, Jr., formerly sales- 
man, St. Louis-Ozark District, has been 
appointed sales manager of the Wiscon- 
sin District succeeding E. C. Abell, who 
will become special representative for 
the company in that area. 
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STECHER-TRAUNG 
APPOINTMENTS 


Stecher-Traung Lithograph Corpora- 
tion, with Headquarters at Rochester, 
New York, announces two administrative 
appointments in its Rochester Division 
Sales Department—Mr. Harold F. Nunn 
as Manager of Label, Box Wrapper and 
Carton Sales; Mr. M. C. Carpenter as 
Manager of Seed Packet, Advertising 
and Specialty Sales. These two Man- 
agers will act as assistants to W. Bayard 
McCoy, Sales Manager, Rochester Divi- 
sion. 

Mr. Nunn was born in New York City 
and graduated from Cornell University 
in 1936. He joined the Stecher-Traung 
Organization two years ago after wide 
experience in Industrial Sales and Sales 
Management with companies like the 
DuPont Company at Wilmington, Dela- 
ware, ond the Todd Company, Rochester, 
New York. 

Mr. Carpenter was born in St. Louis 
and finished his formal education at 
Washington University. During World 
War II he served with the U. S. Coast 
Guard, after which he joined the St. 
Louis Cardinal Organization, finally 
serving as Business Manager and Secre- 
tary of the Rochester International 
League Team. He joined Stecher-Traung 
in 1950. 


IMPROVED LIQUID AND 
SEMI-LIQUID FILLER 


An improved liquid and semi-liquid fill- 
ing machine to handle different sized 
containers, which can be adjusted five 
to 24 times faster than previously, has 
beein developed by the Pfaudler Co. of 
Rochester, New York. 

J. T. Stigler, engineer in charge of 
filler and food machinery, said this week 
the new filler eliminates the need for 
tedious and laborious manual adjust- 
ments of the head unit, which weighs as 
much as 500 pounds. The recently devel- 
oped adjustable head can accommodate 
containers two to seven inches in height. 
settings are made simply by turning a 
hand wheel under the machine base. 


Under old hand methods, it took about 
fcur hours to set the piston-type filler 
for a different sized container. This 
adjustment can now be made in ten min- 
utes. To change both height and diam- 
eter of the container, a maximum of 45 
minutes is required. The machine, de- 
s'gned to meet the needs of smaller can- 
ners, can: fill up to 200 containers a min- 
ute with fruit juices, heavy soups, pie 
fillings, frozen mixes and sauces and 
others. 


Time saved on one changeover alone 
can mean at least an extra 39,000 cans 
ready for shipment, according to Mr. 
Stigler. 

The new unit wil! be unveiled to the 
food industry at the Canners’ Convention 
of the Canning Machinery and Supplies 
Association in Chicago, February 21 
to 25. 
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Maybe this is 
just the one 


or you! 


The Sanitary can—perfected by Canco—made 
commercial canning of fruits and vegetables pos- 
sible; revolutionized the grocery business; helped 
raise the national level of nutrition and health. 


Through the years, constant Canco pioneer- 
ing and cooperation with the canning industry 
have brought forth widespread process and prod- 
uct improvement—opening new markets for can- 


ned foods of all kinds. 
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Our staff of able men—whose lives are devoted to 
solving “‘unsolvable” problems—may have the precise key 
to your present container problem right now. ; 


If they haven’t, they will devote their time to fashioning 
a key that wll. 


You see, the equipment and facilities available to our 310 
highly skilled scientists and technicians are not surpassed 
in the industry. Nor is their record of achievement. 


Canco customers have been out in front firs¢ with almost 
every new and better container—and frequently with an 
improved product within that container. And that’s the 
record not just for this year. Or last year. But since the 
turn of the century. 


Go first to the people who are first! 


AMERICAN 
CAN 


COMPANY 
= 


New York, Chicago, San Francisco; Hamilton, Canada 


; 

» 
U 
| 
| 
| 
| 
| 
| 
| 
i 
“a 
| 
(8RaND 
& 
\ 
pe 
LAG 
>. 
15 


WEEKLY REVIEW 


THE SITUATION — With a great 
many buyers in Chicago this week, and a 
great many canners and brokers on their 
way, new business in local markets 
slowed to a walk. Even so, shipments 
on prior orders continued in a most satis- 
factory manner. Out in Chicago with 
decontrol just about completed, buyers 
are feeling a good bit better than they 
were this time last year. While no run 
away prices are expected, the demise of 
OPS, permits a return to traditional 
mark-ups, and although competition is 
expected to be exceedingly keen in the 
months ahead, buyers will be able to 
average out profits in accordance with 
supply and demand. Speaking of de- 
mand, the continuing high rate of con- 
sumer demand at the retail level for 
canned foods, due undoubtedly to the 
scarcity and high price of fresh produce, 
makes it necessary for the buyer to come 
into the market at pleasingly frequent 
intervals. 

Selling pressure on tomatoes and to- 
mato products continues. Fancy cream 
style 303 corn is offered out of the Mid- 
west as low as $1.40, and in one or two 
cases below that figure, the historical 
differential between that and _ lower 
grades, has all but disappeared. So, too, 
have the lower grades of corn. Whole 
kernel corn is looking a bit better this 
week, in line with the better stock posi- 
tion. Tens are not, and never have been 
in trouble. 

The same old items, beans, beets, car- 
rots, kraut in many sizes and siftings, 
especially standard peas, shrimp, sar- 
dines, and others, continue extremely 
firm, with the demand far exceeding the 
supply. Fish is in excellent shape and 
shipments of fruits continue highly satis- 
factory. There was one break in foods 
in the Northwest this week. One of the 
leading packers of Elberta peaches 
dropped prices 40 cents per dozen on 
2%s, 15 cents on 303s to $3.35 and $2.25 
respectively. Other than that fruits are 
holding well. 

Buyers are gradually coming around 
to the point of accepting the citrus situa- 
tion for what it is. Latest crop reports 
indicate there’ll be a shortage, especially 
for the single juice pack. Citrus juice 
has moved exceptionally well this season 
compared to last, and there’s every evi- 
dence the supply will not last through 
the season. 

But back to Chicago. It should be a 
most interesting convention from a trad- 
ing standpoint. One of the favorable 
factors is that all concerned — canner, 
buyer and broker—are going into it with 
eyes open. Most canners holding long 
items are fully aware of it. They are 
also fully aware of the position of short 
items, and the probable effects of these 
on the long items. Too, most canners 
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realize it will cost more money to pack 
in 1953. These factors undoubtedly will 
be weighed carefully in the Chicago 
transactions. 


NEW YORK MARKET 


Interest Shifts To Chicago—Firmer Price 
Developments Expected — Holes Appearing 
In Peas—Corn Unchanged—Tomatoes Free- 
ly Offered — Apple Sauce Strong — Fruits 
Steady—Valencia Orange Juice Offered— 
Shrimp Still Hard To Find—Sardine Demand 
Increasing—Red And Pink Salmon Shortage 
—Tuna Firm. 


By “New York Stater” 


New York, N.Y., Feb. 19, 1953 


THE SITUATION—Canned food mar- 
ket operations slowed materially with 
trade interests shifting to Chicago where 
the annual food convention meetings 
were begun. 

With the absence of important  busi- 
ness, the bulk of the spot offerings were 
at very steady prices. Exceptions to this 
rule included tomatoes, many of the to- 
mato products and some of the fruits. 
Leading in price firmness was the fish 
group, where there were signs of trade 
improvement. 


Some interests here believe that impor- 
tant trading may result at convention 
meetings, especially as buyers and sell- 
ers are in a position to close sales on the 
spot. Meanwhile, there is a feeling that 
a broader demand will soon be seen for 
many of the vegetable packs, and that if 
there is any further price cutting in cer- 
tain fruits buyers action may be favor- 
able. 


THE OUTLOOK—With small stocks 
of many vegetable packs and the belief 
that there will be a substantial broaden- 
ing of the demand for many fish as the 
Lenten season progresses, firmer price 
developments are held to be a certainty. 
Many buyers are estimated to be carry- 
ing limited inventories and when replace- 
ments become necessary the shortages of 
some pack positions is expected to be felt. 
Included in this group are peas, beets, 
corn, and string beans. In the East, the 
supply position of tomatoes as well as 
products is moderate and apparently it 
would not take much of a buying move- 
ment to absorb these. However, absence 
of demand continues to force keen packer 
sales competition and prices are reflect- 
ing this move. Heavy unsold stocks in 
California add to the unsettlement. 


PEAS—A tightening of many pack of- 
ferings continued to develop in this mar- 
ket. Extra standards, as well as stand- 
ard Alaskas are in limited supply while 
many packs of 10s, especially of the 
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smaller sieves have been entirely elimi. 
nated. There continued to be packer 
stocks available of standard Alaska peas 
3 sieves around $1.25 for 3038s, f.ob, 
while extra standard 4 sieves, f.o.b. Tri- 
State were priced at $1.30. In many 
quarters traders anticipated a price har. 
dening as supplies decreased. 


CORN—There was not much change 
in the market position. For 10s, the sup- 
ply is well cleaned out, while there has 
been some reduction in the holdings of 
308s. However, this is still large. Stand- 
ard whole kernel golden was quoted at 
$1.30, f.o.b. Maryland, while fancy whole 
kernel Golden 303s, f.o.b. Midwest aver- 
aged around $1.40. There has been buy- 
ing of corn, as a replacement vegetable 
owing to the tighter stocks of string 
beans, beets, peas and spinach. 


TOMATOES — Tri-State packers of- 
fered on the basis of $1.30 for 303s, $1.05 
for 1s, $1.40 for 2s, $2.10 for 2%s and 
$7.65 to $7.75 for 10s, f.o.b. New York 
state offerings of hand packed tomatoes, 
extra standard 10s, were noted in some 
quarters at $10.00 per case. However, 
there were other offers shading’ this 
basis. California standards 2%s were 
around $1.90 to $2.00 f.o.b. 


APPLE SAUCE—A firm market posi- 
tion prevailed with demand exceeding 
supplies on some packs. Fancy f.o.b. Tri- 


and $8.85 to $9.00 for 10s, while some 


State area was offered at $1.70 for 303. | 


packers were entirely withdrawn. id 


MARASCHINO CHERRIES — Penn- 
sylvania packer offerings were on the 
basis of $1.25 for wholes, 4 oz., $2.25 for 
8 oz. f.o.b. spot. A fair buyers interest 
was noted at these levels. Stock hold- 
ings were estimated as fair. 


CALIFORNIA FRUITS—Most of the 
canned fruits were moving against con- 
tracts but there was an absence of new 
business. However, where offerings de- 
veloped, the tone was steady. Choice 
fruit cocktail 2%s were offered at $3.10 
by most California packers. Choice yel- 
low cling halves peaches were avain of- 
fered at $2.70, f.o.b. Some interests now 
believe that the trade may face « fairly 
heavy carryover of this fruit, as against 
earlier trade estimates. Choice 2'.s Cali- 
fornia pears were quoted at $3.10 and 
standards at $2.85 to $2.90, with only 4 
moderate trade interest. Apricots are 
firm and packer stocks are believod to be 
limited. Subject to prior sales choice 
halves unpeeled were quoted 
from $2.90 to $3.00 per dozen, f.c.b. One 
Northwest packer cut elberta pe.ches 8 
cents a case for 2%s halves, f...b. cal 
nery. 


SPANISH PIMIENTOS—Im)} até 
being offered in this market as « result 
of the scarcity of stocks in \eorg!a 
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MARKET NEWS 


Prices are irregular with sales reported 
in some quarters 15 oz, wholes, tins, at 
from $12.00 to $14.50 per case, ex-ware- 
house, New York. More shipments are 
due to arrive in a month or so and it is 
understood that some of the larger im- 
porters were getting the bulk of these 
arrivals. 


CITRUS JUICES—For the first time 
this season pack offerings of new crop 
Valencia orange juice came on the mar- 
ket. These were at $1.30 for 1s and 
$1.85 for 46 oz., f.o.b. cannery. Other 
erades of citrus juices held firm, with 
orange quoted at $2.50, sweetened and 
unsweetened, blended at $2.35 to $2.40 
and grapefruit juice at $2.20 to $2.25 all 
46 oz., f.o.b. One canner indicated that 
based on the recent U.S.D.A. report, 
Florida will have a production of orange 
some 10,600,000 boxes below a year ago 
and grapefruit about 7,000,000 boxes 
‘ess. Meanwhile, there is a good demand 
for most processed goods. Grower mar- 
kets were very firm with concentrators 
end fresh market operations on a large 
seale. 


SHRIMP — Gulf canners are having 
considerable difficulty obtaining raw fish. 
Prices have advanced sharply, with the 
fresh and freezer market operators pay- 
ing much higher than the canner can 
afford and at the same time offering for 


sale at a basis that buyers will consider 
attractive. There have been some medi- 
ums 5 oz. offered around $3.60, f.o.b., 
subjected entirely to prior sale. 


CRABMEAT—Japanese offerings, ex- 
dock New Yoik averaged from $26.00 to 
$36.00 per case covering fancy, fair and 
passed “A”. The season will get under- 
way in Japanese waters in about a 
month or so and for the first time since 
the ending of the War, Japanese canners 
will put in operation a floating cannery. 
This boat after sailing will not return to 
the home port for possibly two months. 
Supplies generally are extremely small. 


SARDINES—This market appeared to 
be well stabilized at $7.50 per case for 
keyless, quarters f.o.b. Maine canning 
plant. Demand was beginning to increase 
and many buyers were believed to be 
getting ready to add to their inventory 
position. With California sales competi- 
tion almost completely cut off it would 


appear that those in need of supplies, 


would have to come in for this pack. Of 
course there were foreign offerings in 
the market, but these generally were at 
higher levels. A feature has been the 
offerings from Holland, as well as Japan, 
but the question of delivery of the first 
named pack now appeared to be uncer- 
tain following the heavy floods in that 


country. All told the supplies available 
from these countries are not large. 


SALMON — There is a shortage of 
reds, with the market firm at $27.00 per 
case for 1s tall while advertised and fea- 
tured brands are quoted at $28.00 to 
$30.00 per case, f.0.b., Coast. Pinks are 
also very firm at $20.00 per case and 
there is no competition from the Cana- 
dian packs of these fish, inasmuch as 
both are offered at the same basis. The 
feature of this position is the active call 
for Alaska chums, which are now mov- 
ing at $16.00 per case for talls, with 
domestic and export interest on a broad 
scale. The scarcity of California sar- 
dines is held responsible for the improve- 
ment in buying of this product. The 
trade is now waiting to see the results 
of the campaign for National Salmon 
week which will end February 25. 


TUNA FISH—While no further price 
changes came to light, the general mar- 
ket position was firm. Fancy albacore, 
f.o.b. California packing plant was of- 
fered around $14.25 to $14.50 for halves, 
while nationally advertised and featured 
brands were in the neighborhood of 
$16.00 per case. There is a fairly good 
demand and the market on the West 
Coast appears to be in a better position 
than for some time. The trade continues 
to study the move whereby boat owners 


if desired. 


Po ‘smouth 


58 TOMATO HAMPERS 


Our 5/8 Tomato Field Hampers are made of 
selected hardwoods for added durability and long 
life. Supplied with Plastex or Cellu-san treatment 


5/8 Tomato Field Hamper 


Write or phone for full information 


Manufacturing Company, Inc. 
Phone 70744 


E-Z Adjust Pulper 


Virginia 


ATTENTION: TOMATO CANNERS: 


2. Eliminates waste of raw stock. 
3. Produces ‘more. 


4. Lower power costs: Model “A” - 


5. High quality maintained. Immedi- 


215 East South Street, 


ABOUT THE E-Z 
ADJUST PULPER 


1. No down-time in mak- 
ing adjustments to regulate 
moisture in pomace. 


One E-Z Adjust 
produces twice the volume of or- 
dinary pulpers of comparable size 


25-50 tons per hour capacity with 
10 hp motor. Model “B’—12-15 
tons per hour with 72 hp motor. 


ate adjustment gives effective con- 
trol over quality of product. 


INDIANAPOLIS 25, INDIANA 
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MARKET NEWS 


will make an effort to regulate fishing 
so as not to have excessive supplies reach 
canneries at the same time. Imported 
tuna was very firm with Japanese white 
meat halves in oil extremely scarce. 


All kinds of prices are heard on No. 10 
puree and a wide assortment of prices 
are quoted out of California on 6 oz. 
paste. Midwest canners have sold No. 2 
standard tomatoes at $1.57% and there 
are reports of even lower offerings. Ex- 
tra standards are listed at $1.75 to $1.85 
depending on quality and as usual there 
is considerable difference in various of- 


WEST COAST FRUITS—Recent im. 
proved buying has continued and ship. 
ments from the Coast are much more 
frequent. The trade are buying Cling 
peaches where they can find the grades 
and sizes they need, fruit cocktail, prune 
plums and pears in limited quantities, 
Cling peaches are firm at $2.70 for choice 
2%s while limited supplies of standards 


CHICAGO MARKET 


- ferings. Only one thing is certain and are held at $2.50. Cocktail appears to 
Demand Continues Good To Excellent—Shelf =), is there is little stability at present. have settled down after a little flurry of beg 
Sizes In Cream Style Corn Soft — Selling 4 hadi : > of 
Pressure In Tomatoes— Peas Firm And tens choles are wit 
: - PEAS—No trouble here as prices are _——ing short. There is a steady demand for , 
Cleaning up rapidly—Kraut Demand Abated ence tut & qui 
But Remains Tight—Heavy Buying Pressure very firm with lower grades cleaning up pears but buyers are moving cautiously pri 
4 very rapidly. A heavy demand for stand- as they do not have too much confidence, 
For All Types Beans—More Confidence In ‘ Sven bus 
Citrus—Brisk Demand For Fisr—Improved ards is going unfilled for the most part ono: viaghesaniagere cet Himaae wh 
as canners just don’t have the quantities for considerably more attention. Pine? 
ying unsold that are needed. The convention apple is the highlight of the fruit market 100 
. m will find many buyers looking for cheap as sales have been excellent all season ia 
By “Midwest peas. and still are continuing in the same he 
manner, 
ha’ 
Chicago, IIl., Feb. 19, 1953 KRAUT — While the demand has 
oni abated somewhat, the situation on kraut 
THE SITUATION — This week finds is just as tight as it was earlier in the 
demands from the trade good to excel- —_ season when it became quickly apparent CALIFORNIA MARKET ne 
‘ent with prices on the strong side except _— supplies would be far short of require- ; to 
for such items as fancy corn, tomatoes ments. Little or nothing is offered on Sales Off But Shipments Continue At Good on 
and tomato products. Actual sales are the open market and shipments consist Rate—Citrus Crop Developing Satisfactorily Fo 
still running far behind demands as almost entirely of instructions against | —Dry Beans Firm—Cocktail Strengthening ve 
many canned vegetables are in much contracts. On Standard Tomatoes—Green Beans Clean Ch 
smaller supply than usual at this time — Ripe Olives Getting Attention — Shad- pe 
of the year. Canners at the Convention BEANS—Bean canners at the conven- ing on Standard Tomatoes — Green Beans 
next week will find eager buyers for tion will be under heavy pressure from Cleaned Up—Fish Strong. 
— beans, cheap peas, carrots, beets Chicago buyers for anything that looks - 
and kraut. like green beans. The situation is get- By “Berkeley” 
The approaching Lenten season is be- ting tighter by the day and it’s still a 
ing preceded by a brisk demand for all long way until the new pack. : 
kinds of canned fish and the market ap- Berkeley, Calif., Feb. 19, 1953 
pears in excellent shape. Prices are firm CITRUS—Continued reports from the 
to higher and the supply position, even — South indicating all is well from a 
in the case of salmon which many buyers standpoint of fruit supplies has appar- 
felt would not sell because of high prices, ently impressed Chicago buyers that market during the past week, probably 
is anything but burdensome. maybe this market is going to hold after page le ~ aaron - paps and bee 
ers to Chicago, but it is generally com- 
Citrus is maintaining it’s strong posi all. Sales are much better despite the whee in thee tone that sbincient 
tion and almost every week brings a re- higher prices and the market is one of na eG OM in the trade Chat shippmg & 
port of less fruit available for process- strength. Juice is unchanged from last bag 
ing. The U.S.D.A. now estimates 10,000,- week, which in itself is unusual, although 
000 less boxes of oranges and $7,000,000 connate axe such meee willing soulless ¢c annels of distribution is most encour- 
less boxes of grapefruit now on the trees when it comes to sections. Fancy grade aging and that to many canners means | 
more than sales at this time. Prices on 
than was the case one year ago. The js being offered currently on the basis of : : 
: illingne: 0 : canned fruits are quite stable, with no 
trade are showing more willingness t 90 cents for eight ounce, $1.50 for 303s 
step in and buy without worrying too $1.75 for 2s and $4.20 for 404s. ’ items in the California list considered to 
much about a break in prices. be on the weak side. There have been 
: SALMON—I a some off prices quoted on Bartlett pears, 
CORN—Midwest canners are having. inten iptt uying recently —_ but these have been largely on the score 
difficulty holding prices on fancy cream 35 oot on unsold stocks of salmon and — of quality, and the weakness reported 
corn in shelf sizes and buyers are having _—‘ the industry appears to be in fairly good jn some quarters on fruit cocktail has 
little difficulty buying fancy cream style shape despite prices which the trade felt largely disappeared. Tomato products, 
at $1.40 this week with some canners put salmon into the luxury class. _There including juice, are still on the weak 
now shading this figure. The big weak- “5 wo 4 befo very important points to side, and reductions are reported o1 some 
ness is in 303 cream style as tens are in e settled before another pack begins and items to effect immediate sales. Fish 
good shape and whole kernel, even in ‘the trade are hoping some of the ques- ig Jargely on the firm side, with n inm- 
smaller sizes, shows indications of mov- “10m Will be answered at the convention. proved call for salmon for immediate 
ing upward. Standard grade is doing - the meantime, prices continue firm at shipment. 
much better and seems to be holding well $27.00 for tall reds, $20.00 for pinks and 
at $1.20° for 303s. It would seem short- $16.00 for chums. CITRUS—The February report of the | 
ages of other vegetables should help bol- , ; ; California Crop Reporting Service di 
ster this market but such has not been SARDINES—Maine sardines continue rects attention to the fact that citrus 
the case up to the present time. to hold the spotlight in view of the com- crops of 1952-53 have developed \ ithout 
. plete bust in California and buying is damage from frost, except in a fw 180 © 
TOMATOES — Selling pressure, par- active at $7.50 for quarters keyless. The lated instances. The warm tempe: atures 
ticularly from California, has had it’s shortage of domestic packs has increased of January, combined with desira le s0il 
effect and current prices are at their the offerings of the imported item al- moisture conditions allowed citrus fruits 
lowest level this season with little opti- though prices appear to be on the high to mature well and crop prospects indi | 
mism for any immediate improvement. side. cate somewhat larger production than 
18 THE CANNING TRADE February 23, 1953 T 
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MARKET NEWS 


— 


forecast. The estimated orange crop of 
the State is now placed at 43,400,000 
boxes, or well above that of the previous 
season. Grapefruit production promises 
to be about 2,360,000 boxes, against 
2,160,000 boxes in 1951-52. The lemon 
crop will also be larger than last season. 


DRY BEANS—The California dry 
bean market is quite firm, with the index 
of prices now placed at 221.8, compared 
with 191.9 a year ago. Canners bought 
quite freely earlier in the year, when 
prices were lower, but a good shipping 
business is being done. Small Whites, in 
which canners are especially interested, 
are quoted generally at $8.45-$8.50 per 
100 pounds. Blackeye beans are espe- 
cially strong, having advanced during 
the week to $13.10-$13.35. Baby Limas 
have advanced to $7.30-$7.35. 


COCKTAIL—The movement of fruit 
cocktail in recent weeks has been such 
that some canners have been compelled 
to withdraw certain items. Quotations 
on still other items have been advanced. 
For example, No. 303 and No. 1 talls 
have been advanced by some to $2.15. 
Choice No. 10s in heavy syrup have been 
advanecd to $11.90 and fancy to $12.35. 


RIPE OLIVES—Ripe olives are com- 
ing in for increased attention, with the 
Lenten season under way and with a co- 
operative advertising campaign launched 
with can manufacturers, Pet Milk and 
Bisquick interests participating. Dur- 
ing the week the administrative reg- 
ulations for the Marketing Order for 
California Canned Ripe Olives became 
effective, along with two minor amend- 
ments to the order. Under this arrange- 
ment stabilization reserves may be made 
up of processing olives or canned olives, 
or both. 


One of the large canners of ripe olives, 
and one which has taken an active step 
toward cutting down on the number of 
can sizes and the number of fruit sizes, 
is quoting offerings as follows: No. 1 
Super Colossal, $4.00; King, $2.50; Mam- 
moth, $2.40; Family size, $2.0712; Small, 
$1.85, and Family pitted, $2.57%. Buf- 
fet, Family size, is quoted at $1.25 and 
the same pitted, at $1.50. There is also 
an offering of a 4% oz. size chopped olive 
at 75 cents. 
this firm is a blend of Colossal, Jumbo 
and Giant olives, while Family Size is a 
blend of Extra Large, Large and Medi- 
um olives. Here six sizes of fruit are 
packed in two containers. 


The King size offered by: 


TOMATOES — Fancy tomatoes are 
moving off steadily at prices in effect for 
the past several weeks, but some shading 
continues on standard grade. For a time 
No. 2% standard was priced quite gen- 


erally at $2.00 but canner after canner 


has dropped to $1.95 and $1.92; and some 
lots have been moved of late at $1.85, 
with sales reported at $1.80. This is fol- 
lowing the pattern set on tomato paste 
which opened at $12.00 for No. 10. Sales 
have been made recently at $10.50 and 
$10.00, with rumors of deals closed at 
$9.50. 


GREEN BEANS — Green beans show 
almost a complete reversal of form from 
that of last spring when canners had 
large holdings unsold. Some California 
canners say they do not have an unsold 
case in their warehouses, although ship- 
ments are not yet quite complete. Simi- 
lar conditions prevail in the Pacific 
Northwest. Growers there are asking 
for a higher price on the 1953 crop and 
an advance of $5.00 a ton seems in 
prospect. ‘ 


FISH—The canned fish market is in 
a strong position, with packs moving off 
quite freely and no large stocks accumu- 
lating. San Pedro, California, has once 


often is it used? 


to improve it. 


605, Conrad Hilton Hotel 
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Onemer 


In selling the New York Market, a can 
opener is often the difference between a 
signed order and a vague promise. 


The can opener, properly used, cuts 
through the smokescreen of buyers objecti- 
ons, punctures the core of sales resistance, 
releases the vacuum of product doubt. 


The can opener is also a yardstick to 
measure your sales effectiveness -- How 


There are many other ways to measure 
your sales effectiveness -- and many ways 


For a Free Booklet Write 


B. MEIER & SON, INC. 


209 BRONX TERMINAL MARKET BLDG. 
BRONX 51, N. Y. 


Or see us at the Convention, February 21st through 
25th at Illinois Meat Company headquarters, Room 


Ask for “So You Want to Sell New York“ 


MEMBER NATIONAL FOOD BROKERS ASSN. 


February 23, 1953 


FOR LONG LIFE + USE THE BEST 


Plastex or Cellu San Treated 
Prices Upon Request 
RIVERSIDE MANUFACTURING CO. 


Attention: 


PEA & LIMA BEAN CANNERS 


For . 
APRONS Your Viner Apron, Curtain !nsure against 
Endl . Mildew, Rot, 
& Under Carrier Needs 
Lacing Slat Decay with 
Zipper Consult Preservative 


Berry Canvas Goods Inc. 
123 Delancey St. 


Viner Apron Specialists 


Philadelphia, Pa. 
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MARKET NEWS 


again placed first among all other fishing 
ports in the country for landings in 1952. 
These amounted to 385,000,000 pounds 
valued at $38,000,000. These, however, 
were much less than in 1951, owing to 
the failure of the pilchard, or sardine, 
fishery. 


Tuna, which now accounts for a very 
large part of the California pack, is in 
a firm position, with some items difficult 
to locate by the distributing trade. This 
is especially true of light meat. Adver- 
tised brands of light meat halves are 
priced at $15.00-$15.25 for fancy and 
$13.00-$13.50 for chunks. Fish for pri- 
vate labels is quoted at $15.00 for fancy 
and $12.00-$12.50 for chunks. 


Some pink salmon has sold in the Pa- 
cific Northwest during the week at 
$19.50 for No. 1 tall, but $20.00 is con- 
sidered the general price. Featured 
brands of Alaska red salmon move at 
$30.00, but $27.00 fish is still available. 


JOIN BROKER ASSN. 


National Food Brokers’ Association 
announces that the following have been 
admitted to membership: 


Raymond F. Griffith & Associates, St. 
Louis, recommended by Becker Broker- 
age Co. 

T. W. Wilson & Son, Nashville, recom- 
mended by M. T. O’Brien & Co. 

Van Dusen Brokerage Co., Grand 
Rapids, recommended by Perry & Oud- 
man. 

Olson-Radder Co., San Francisco, rec- 
ommended by R. C. Isenbruck. 

A. J. Weiss Co., Evansville, Indiana, 
recommended by Vernon W. Copeland 
Co. 


Frank-Charles Co., New York, recom- 
mended by E. L. Adelman Associates. 
Victor D. Bendel Co., Chicago, recom- 
mended by John H. Mitchell Co. 
Draughon Brokerage Co., Memphis, 
recommended by H. S. Fulcher & Co. 
Charles F. King Co., San Diego, rec- 
ommended by W. E. Pugh Company. 
Harry E. Gatz Co., Louisville, recom- 
mended by Stanley G. Voelker Co. 


NON-FOOD SALES TO SUPERS 


A new organization to handle non-food 
items in chain and supermarket food 
stores has been formed with headquar- 
ters at 833 Broad Street, Newark, New 
Jersey, the “Supermarketing Organiza- 
tion” is headed by a Mr. Joseph Kar- 
donne. According to Mr. Kardonne, a 
complete program has been developed for 
merchandising from the initial designing 
and packaging and distribution set up 
through to test campaigns for a-ceptance 
of the products, through a combination 
of direct mail, market research, adver- 
tising and publicity. 
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WHOLESALER QUITS 


The Massie Wholesale Grocery, Floy- 
dada, Texas, have closed out their entire 
stock of merchandise and after 42 years 
are quitting the wholesale grocery busi- 
ness. 


GETS SALMON ACCOUNT 


H. B. West Sales Company, Des 
Moines, has been named sales represen- 
tative for McGovern & McGovern in the 
Des Moines territory. 


BEECHNUT FINDS 
SAMPLE CASE HELPFUL 


(Continued from Page 9) 


son, Publisher, 319 Oriskany Street, 
Utica, New York.) 


Mr. Winship said that, in his years of 
contact with large sales organizations 
committed to the sample case technique, 
one of the strongest appeals is the ability 
of the properly selected or designed case 
to show more food merchandise and show 
it better in less space when in the pros- 
pects presence. 


“This is especially so where the sales- 
man is calling on the food retailer in his 
store’, said he. Here competent exhibi- 
tion of samples and exhibits becomes of 
primary importance and this means the 
line must be organized properly—in ad- 
vance—for showing. 


“Another thing I have found”, he went 
on, is this: “fa good sample case will 


DEATHS 


WILLIAM F. WINTERLING 


William F. Winterling, Superintendent 
of the can making plant of the Phillips 
Can Company, a subsidiary of Phillips 
Packing Company, Cambridge, Mary- 
land, died suddenly on Saturday, Febru- 
ary 14 of coronary thrombosis. Mr. 
Winterling was just completing 38 years 
of service with the company. He had 
been an executive of the can company 
since 1915, and became Superintendent 
of the can making plant in 1918. In 1929 
he was elected a Director of the Phillips 
Packing Company, a position he held 
until his death. 


FRED B. HUXLEY 


Fred B. Huxley, 84, a retired food 
processor of Ontario, New York, died 
suddenly on February 6. Until a few 
years ago he had operated the F. B. 
Huxley & Son Canning Company there. 


THE CANNING TRADE 


make it more certain that the seller re. 
vails and pushes the whole line. That is 
because it is possible to so design a case 
to that end.” 


Many firms have found by experience 
that the salesman without a proper sam- 
ple case tends to push only a few of the 
company’s items and lines, which the 
balance are apt to be neglected. Once 
the prospect sees the entire line spread 
in an orderly way sales naturally jin. | 
crease, 


Mr. Winship pointed out that good and 
effective sample cases can now be de. 
signed to fit any reasonable budget. 
Then, too, improved materials and work. 
manship make them sturdier and long. 
lasting. The period before replacement 
grows longer year by year. 


Another factor, and one that is of first 
importance in contact selling is the fact 
that modern cases offer the advantages 
of color combinations to harmonize or 
to stress the label appeal of a line. 


It is also true with a new compactness 
and adaptability to the line in mind, the 
load the salesman must carry about with 
him is lightened and the cost of its trans- 
port reduced, because a careful study of 
almost any sample line enables the ex- 
pert to work cut amazingly compact ar- 
rangements. 


DESIGN AND CARE 


Proper design of effective sample 
cases requires artistic engineering, “know 
how”, and the ability to transpose the 
sample carrying problems in every con- 
ceivable line of merchandise into effec- 
tive cases for effcient selling. With their 
background of experience in the design 
of cases, the designers are called on to 
work with sales and engineering depart- 
ments assisting in the solution of a par- 
ticular concern’s particular problems. 


Good sample case should be used with © 
reasonable care. Generally speaking it 
is a piece of fine luggage, and should be 
treated as such. It certainly should be 
kept clean and neat outside, and in. Good 
quality plastic coverings can be washed 
with soap and water, and good artificial 
leather linings can be washed out witha 
damp cloth to see that they are kept 
clean and attractive. 


If a concern is going to ship their 
cases by express occasionally they should 
notify th ecase manufacturer t. that 
effect, so that sufficient strength «an be 
built into the case to withstand this kind 
of treatment. Often people will ‘ake 4 
very light weight sample case, an send ; 
it by express, and then wonder hy tt 
breaks. The same thing happens to fine 
personal luggage. If the case is «ver t0 
be shipped let the manufacturer know, 
because they can build a case that will 
stand up under that kind of treatment. 


Yes, the “case” for the sample-case is 
a good one in foods. 
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A COMPLETE COURSE IN CANNING 


The Industry’s Cook Book for over 40 years 


SEVENTH EDITION, COMPLETELY REVISED 


KR MANAGERS, 
FO G 380 pages of proven pro- 


SUPERINTENDENTS, 


cedure and formulae for 


BROKERS everything ““Canable”. 


AND BUYERS 


p = copy if | could not get another” 


A\l the newest times and temperatures . ‘ Used by Food Processors to check times, 
All the newest and latest products... . temperature and RIGHT procedure... . 
Fruits + Vegetables « Meats e Milk by Distributors to KNOW canned foods . .. 


oups « Preserves + Pickles « Condiments by Home Economists to TEACH the subject of 
uice Butters Dry Packs (soaked) 
9g Foods and Specialties in minute detail, 
th full instructions from the growing through For sale by all supply houses and dealers 


the warehouse. .. ordirect. Price $10. postpaid. 


food preservation. 


Published and Copyrighted By 


THE CANNING TRADE 


Since 1878—The Canned Foods Authority 
BALTIMORE 2 20 South Gay Street, MARYLAND 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 
specified.) 


VEGETABLES 


ASPARAGUS 
Calif. All Green, Fey., No. 2 
Colossal 


Comber Cute, MO. 


BEANS, StrINncLess, GREEN 
MARYLAND (Nominally quoted) 


Ex. Std., No. 303 1.45 
No. 10 8.00 
Fey., Rd., cut, No. 308........ 1.40-1.60 
No. 303 1.45 
1.55-1.60 
No. 2% 2.35 
No. 10 8.25-8.50 
Bx; Wak, Mo. 1.80 
Wisconsin (Nominally quoted) 
Fey., Wh., 3 sv., Nv. 308............ 2.35 
Fey., Cut, 3 sv., No. 303......1.70-1.90 
Fey., 4 sv., No. 303 1.60 
5 sv. 1.55 
Ex. Std., 4 sv., No. 308B............000 1.45 


Ex. Std., 5 sv., No. 303.. 
Std., Cut, No. 303 (nom.) 
NortHWEsT (Blue Lakes) 


Sold up 
New 
Fey., Cut, 3 sv., No. 303...... 1.70-1.80 
No. 2 1.95 
No. 10 9.50 
4 sv., No. 303 1.50-1.75 
No. 2 1.60 
No. 10 8.50 
Fey. Cut, Wax, 4 sv., No. 303....1.65 
TEXAS 
Ex. Std., Whole, No. 10... id 
No. 10 9.50 
No. 10 7.50 
BEANS, LIMA 
Tri States, —. 
— 
BEETS 
N. Y., Fey., Diced No. 2......1.80-1.35 
Wis., Sliced, Fey., 8 oz. .......... 77% 
1.17%4-1.20 
No. 2 1.2714-1.30 
No. 2% 1.60-1.65 
No. 10 5.85-6.00 
Cut, fey., No. 303.............. 1.0214-1.05 
No. 2 1.12%)-1.15 
No. 10 5.00 
15/0 1.50 
20/0 1.65 
40/0 2.10 
80/0 2.50 
Texas, Fey., Sl., No. 308.........00 1.10 
No. 10 5.50 
Fey., Diced, No. 
No. 10 5.00 
Quartered, No. 1.05 
No. 10 5.25 
Fey., Wh., No. 303, 8/10 ct......... 1.10 
12/15 1.25 
16/20 1.35 
No. 10, 60/80 6.00 
85/100 6.75 
150/175 8.00 
CARROTS 
N.Y. Fey., Diced, No .308............ 1.30 
No. 10 7.00 
Wis., Fey., Diced, 
1.2214-1.25 
No. 10 6.50-6.75 
Md., Diced No. 1.30 
No. 1.40 
No. - 6.50 
Texas, Fey., Sl. or Diced, 
No. 308 1.15 
No. 10 6.00 
No. 10 . 5.00 


CORN— 
EAST 
Fey. Gold., W.K., No. 3038....1.60-1.75 
No. 10 10.00 
Ex. Std., No. 308 1.35-1.40 
No. 10 9.00-9.50 
Std., No. 303 1.30 
Fey. Gold., C.S., No. 308......1.50-1.65 
No. 10 9.50 
No. 10 8.75-9.00 
Std., No. 303 1.20-1.30 
MIDWEST 
W.K. Gold., Fey., 8 02z......... 1.00-1.05 
1.40-1.65 
12 oz. Vac. 1.65 
9.75-10.00 
Bix. Std, Mo. 1.30-1.45 
No. 10 — 
NO. BOB 1.20-1.30 
C.S. Gold., Fey., 8 02. «+0 1.00-1.05 
BOB 1.40-1.55 
BD 9.75-10.00 
8.50-9.00 
Std., No. 303 1.20-1.25 
No. 10 — 
Co. Gent., Fey., No. 308.........000+ 1.70 
PEAS 
MARYLAND ALASKAS 
Ex. Std., Ungr., No. 303.......000 1.35 
Bx. Sbd., 2 Mo. 
Ex. Std., 2 sv.. No. 10.......ccosccssees 8.50 


3 sv., No. 10 
Ex. Std., 4 sv., No. 303 
No. 10 


Std., Ungr., No. 303.............. 1.25-1.30 
No. 10 7.00-7.50 
Std., 4 sv., No. 308.............. 1,.25-1.30 
No. 10 7.00-7.50 
MARYLAND SWEETS 
Ex. Std., Ung., 8 oz. .... . .80- .90 
Ex. Std., Ung., No. 303........ 1.30-1.40 
No. 2 1.45 
No. 10 8.00-8.50 
Std., Ungr., No. 
No. 10 7.50 


NortTHWEST SWEETS 


No. 303 1.93% 
2 sv. 8 oz. 1.07% 
No. 303 1.83 
5 sv., 8 oz. -80 
No. 303 1.35 
Ex. Std, 4 8 wee 280 
No. 303 1.25 
No. 10 7.25 
MIDWEST ALASiAS 
BOB. 2.00 
No. 10 12. 00-12. 50 
No. 10 
Ex. Std., 2 sv., 8 oz. 
No. 303 
Ex. Std., 3 sv., 8 oz. i 


Ex. Std., 4 sv., No. 30% 


No. 10 
1.25-1.30 
No. 10 6. 15-7. 00 
MiIpwest SWEETS 
Fey., 2 sv., No. 303 2.00 
No. 10 9.25-9.50 
Fey., 4 8¥., No. 1.50-1.55 
No. 10 8.50-8.75 
Fey., 5 No. 808 1.35-1.40 
No. 10 8.00-8.25 
Fey., Ung., No. 1.50-1.55 
Ex, Std., 2 sv., No. 1.75 
Ex. Std., 3 sv., No. 303....1.35-1.4214 


No. 10 


Hix. Gtd., 6 No, BOB. 1.30 
No. 10 7.50-7.75 
No. 303 1.35 
No. 10 8.00 
No. 10 7.00 


Std., Ungr., No. 303 1.30 


CANNED FOOD PRICES 


SAUERKRAUT (nominally quoted) 


Midwest, Fey., No. 308.0... 1.2714 
No. 2 1.87% 
No. 2% 1.75 
No. 10 5.85 

Utah, Bay., No. 246. 1.85 
No. 303 1.271% 

SPINACH 

No. 303 .... 1.30 
No, 2 1.40 
No. 214 1.80 
No. 10 6.25 

No, 2 
No. 2% 1.65 
No. 10 Nominal 

No. 2 
No. 2% 


SWEET POTATOES 


12.00-12.50 
No. 2% 2.90 
10.50 
TOMATOES 
Md., Ex. Std., No. 303..........1.50-1.60 
1.60-1.80 
No. 2% 2.50-2.75 
No. 10 9.00 
No. 308 .... 2 
No. 10 75-8.00 
Mow Tork, Me. 2.40 
No. 2% 2.75 
9.25-10.00 
Indiana 
No. 2% 3.15-3.25 
Fey., No. 2 2.10 


1.15 
1.55-1.60 
2.30-2.45 
No. 10 .: 8.50 

Calif., Fey., S.P., No. 808..........1.70 
2.10 
9.00 

Ex. Std., No. 303 1.70 
No. 2% 2.25 
No. 10 8.00-8.25 

No, 2 50-1.65 
1.80-1.95 
6.75-7.25 

No, 303 — 
No, 2 
No. 10 7.25 

TOMATO CATSUP 

Ind., Ex. Std., 14 oz. gl. ....1.40-1.50 

No. 10 ... 9.50-10.00 
TOMATO PASTE (Per Case) 

10.00-10.50 

TOMATO PUREE 

Calif. Fey., 1.06, No, 1T..........1.62%4 
No. 2% 2.55 
No. 10 6.75-7.25 

No. 10 6.25-6.50 

FRUITS 
APPLE SAUCE 

No. 303 1.75-1.80 
No. 2 1.85-1.90 
No. 10 8.75 

Mich., Fey., No. 1.70-1.75 
No. 10 8.50 

No, 2 1.90 
No. 10 8.85-9.00 

Calif.. Fey., No. 303 1.55 

Choice, No. 303 1.45 


APRICOTS 
Halves, Fey., No. 244 
Na. 11.50 
No, 10... 11.25 | 
Std., No. 2% 2.10 | 
No. 10 9.75 
Fey., Wh Peeled, No. 3.40 

Choice 

CHERRIES 


R.S.P., Water, No. 2 


No. 10 
Calif, R.A., Fey., No. 2% 15 
3.50 
Std., No. 2% 

COCKTAIL 

No. 3.25 3.45 

Choice, No. 1 

No, 244 

PEACHES 


Fey., No. 2% 

Choice, No, 2 

Fey., Elbertas, No, 2 
PEARS 


-35-3,70 


No. 2% 15 

1,274 
No. 1 and 308 


No. 10 11.75 
Calif., Fey., No. 2% -3.45-8.60 
Choice, No. 


Std., NO. 2.90 


PINEAPPLE 


Hawaiian, Fey.. Sl., No. 2.........2.80 


No. 10 12.40 
2.4 
..2,85-2.95 
9.60 
No. 2% 2.85 
No. 10 11.80 
Std., Half Slices, No. 2........scs080 2.15 
2.60 
JUICES 
CITRUS, BLENDED 
1.05-1.10 
GRAPEFRUTT 
2,202.25 
1.30-4.55 
ORANGE 
1,10-1,15 
46 .... 
No. 10 
PINEAPPLE 
Hawaiian, Fey., No. 12% 
46 07. 
No, 10 
TOMATO 
Ind., Fey 1.05-1.1 
152.35 
1.50-4.60 
FISH 
SALMON—Per Case 
Alaska, Red, No. 1T.......... 27.00-80.00 
1's 17.50-18.50 
Medium, Red, No. 1T........ 20 
11.00-12.00 
Chums, Tall, No. 1........... 16.00-16.50 
,00-10.00 


SARDINES—Per CAsEe 
Maine, %4 Oil 
Cal. 1-lb. Ovals with 
Tomato Sauce (Nom.) 
TUNA—Per Cass 
Fey., White Meat, 19’s...... ee 


Fey., Light Meat, 14’s......15. ne 
Chunks and Flakes... 12.00- 
00-1000 


Mam. Lge. No. 
i 
| 
| 
| 
J 
8021.35 
4 
| 
i 


